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 Technology has brought with it a lot of advantages and disadvantages, one of those 
advantages is the simplification of task that where somewhat difficult in the past. The 
case of online shopping is one of them, and as a reult of the growing demand and need 
for satisfaction in the part of buyers, the sellers are faced with a lot of competition in 
other to be able to provide the best service and thus attract customers; the E-retailers are 
increasingly faced with the task of providing a quality service. This is a paper written 
with the aim of investigating the impact that E-Service quality has on attitude toward 
online shopping; i.e. how E-Service quality influenc s the acceptance or otherwise of 
online shopping. The paper made use of quantitative survey, a total of 300 
questionnaires were distributed to randomly selected UUM (Universiti Utara Malaysia) 
students. The findings revealed a moderate E-service quality perception among the 
students, hence neautral acceptance of the online shopping. 
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 Information technology has been growing vast and reaching mostly all parts and activities of man’s day to 
day routine; this has resulted in a lot changes in the way activities are been conducted, and has also introduced 
new and easier methods or means of doing our tasks. This ranges from areas of information, communication and 
has also extended to areas of shopping. Online shopping is now becoming a growing trend in the lives of many, 
a lot of products and services are now advertised online and any buyer interested can easily purchase those 
products online without having to be at the shop in erson; this sounds really easy but is also dependent on the 
amount risk, security and reliability of the services provided by the E-retailers. Online shopping has grown to be 
one of the most important aspects of the web usage. It is reported to be the third most used web activity by the 
[1]; it is a very widespread activity in recent years. Online shopping behaviour is defined as the procedure for 
buying goods and service online i.e. via the internet [2]. A customer first has a need to buy a product or services 
and then goes online to search for that product/service, compare base on the information provided of the 
products or services, and then select based on satisfaction and then purchases; furthermore online shopping 
attitude can be defined as the psychological state in t rms of making purchase on the internet [3]. 
 The ever growing needs and satisfaction of the buyers, coupled with the rising competition from other 
product sellers makes it somewhat challenging on the part of the E-retailers. There is therefore a need for the E-
retailers to try their possible best into providing quality service in order to be able to attract buyers and also 
attain their trust. The question is to what extent those the effort put forward by the E-retailers in providing 
quality and reliable service really impact the attitude toward online shopping. 




 With a growing competition in the markets around the globe, E-business is becoming a global competition 
and is increasingly eroding profit margin, in order to maintain competitive advantage, there is a need for the 
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business to come up with strategies that will help in attracting customers and making the business an attractive 
one. E-service quality can be defined as overall customer evaluations and judgments regarding the excell n  
and quality of e-service delivery in the virtual marketplace [4]. ESQ is the extent to which a website facilitates 
efficient and effective shopping, purchasing and delivery [5]; the explanation reveal that eSQ does not
exclusively rely on the quality before the purchase (product information, ease of use, ordering information, and 
personal information protection) but also include to the post-purchase phase as well (delivery, customer support, 
fulfilment, and return policy); they further mentioned that in order to survive, succeed and gain competitive 
advantage in the online market, there is a need to provide a good e-service quality. This is the reason why recent 
studies focus on how to define, measure, and achieve the provision of a good service quality and also the impact 
it has on the environment. 
 Online shopping has grown to be one of the most important aspects of the web usage. It is reported to be the 
third most used web activity by the [6]; it is a very widespread activity in recent years. In an environment that is 
accompanied with an increasing widespread of competition, companies need to be more focused on their 
customers [7]. It is therefore not surprising that the identification and satisfaction of the needs coming from 
customers improves customer loyalty [8]. It is therefo e on of the reasons companies try there possible best to be 
able to meet up to customer expectation and through measuring their level of satisfaction. 
 Online shopping behaviour is defined as the procedure for buying goods and service online i.e. via the
internet [9]. A customer first has a need to buy a product or services and then goes online to search for that 
product/service, compare base on the information prvided of the products or services, and then select based on 
satisfaction and then purchases [10] further the definition of online shopping attitude was given as the 
psychological state in terms of making purchase on the internet. Attitude for is the positive or negative 
assessment of humans, their actions, dealings, views or any other thing in their surroundings [11]. E-service 
quality can be defined as overall customer evaluations and judgments regarding the excellence and quality of e-
service delivery in the virtual marketplace [12]. E-Service quality (eSQ) is increasingly recognized as an 
important aspect, as well as the key to determining the competitive advantage and factor in the long-term 
retention of firms operating online. 
 The E-business success is reliant on the effectiveness and quality of the E-service providers in order to meet 
the customers growing needs [13]. Measuring the E-srvice quality is however not an easy task as it includes 
among others assurance, reliability, ease of access/navigation, responsiveness etc. [14].Other scholars also 
mentioned different determinant of E-service quality to customers, such examples are web design, customer 
satisfaction, risk shopping experience etc. [15]. In the same vein, a study was conducted on customer 
perceptions of e-service quality in online shopping, and there findings where that trust, responsiveness, 
reliability and web design are key factors that affect overall customer satisfaction [16]. 
 This study has been supported by scholars, whereby they also found that product information quality, 
website design, security and privacy, and expected onsumer service are the key determinants of Service Quality 
among small online apparel businesses [17]. The issue of e-shopping has brought with it a lot of potentials and 
functions, e-marketing produces an important change i  the activities and attitudes of consumers and businesses 
in the use of the internet as an avenue that allows companies and businesses to adjust to customer needs, reduce 
transaction costs, and comes forth with a lot of wider and variety of opportunities [18]. Additionally, high 
standard e-service quality is an avenue by which the potential benefits of the internet can be realized for online 
customers [19]. Since it is easier to compare product technical features and prices online than through traditional 
channels, e-service quality therefore turn out to be a very important factor for customers [20]. Online customers 
thus expect equal or higher levels of service quality than traditional channels customers. 
 
Methodology: 
 This research is designed to analyse the impact of E-Service quality on attitude toward online shopping, the 
Data for this research was collected using cross-sectional questionnaire administration and the individual was 
used as the unit for analysis. To measure the E-service quality and the attitude towards online shopping, a 5-
point multi-item Liket Scale was used ranging from 1(strongly disagree), 2 (disagree), 3 (neutral), 4 (agree) and 
5(strongly agree). 
 Random sampling was used for this research, the sample was large enough and representative of the 
population, it has been mentioned that a sample needs to be sufficiently large in order for population to be 
represented [21]; a total of 305 questionnaires were administered, where 303 were collected, two had missing 
values therefore a total of 300 was used for the analysis using the Statistical Package for Social Science (SPSS) 
version 20.0. 
 
Findings and discussions: 
 300 questionnaires were recorded, the frequency of respondents according to age are; 20-25,26-30,31-35 
and 35 and above had 46.7%,31.3%,11.3% and 10.7% respectively. Out of the respondents, 48.3% are male and 
the remaining 51.3% are females. 29.35 are married while the remaining 70.7% are single. Majority of the 
respondents are master’s students who recorded 63.75 while degree students recorded 24.3% and PhD took 
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12.0%. With regards to the respondent’s income, 39.0% have no income, 14.3% have between 0-500RM per 
month, 16.7% have 501-1000, 12.7% have 1001-1500 and 17.3 have more than 1500RM per month. 93.3% 
have shopped online before while the remaining 6.6% have not; furthermore, the frequency of the respondents 
shopping per year also recorded 9.0% for respondents tha  shop often (once a week), 31.3% shop online onc  a 
month, 28.7% shop once every 4-6 months, 14.0 shop once every 6-12 months while the remaining 17.3 shop 
less than once a year, i.e. not often. The result i presented in Table 1 below.  
 
Table 1: Profile of Respondents. 



























































Online Shopping Frequency 
Once a week 
Once a month 
2-3 times a year 
Once a year 






















 For the analysis of the mean and standard deviation, the ranking of importance as recommended by some 
scholars was used as a guide to define and understand the impact that E-service quality has on attitude towards 
online shopping; they proposed four categories in order of importance: mean value of 2.59 and below show  less 
importance, mean value between 2.60 to 3.40 shows moderate importance, mean value ranging from 3.41 to 
4.20 shows high importance and mean value of 4.21 and above shows great importance [22] [23]. Therefore, 
based on the findings, two items recorded moderate importance this items are (E-retailer website compensates 
me for problems it creates and E-retailer website picks up items I want to return from my home or busine s). 
While 24 items recorded high importance; this items are: (The e-retailer website makes it easy to findwhat I 
need, It makes it easy to get anywhere on the e-retailer website, It enables me to complete a transaction quickly 
on the retailer website, Information at the e-retail r website is well organized, It loads its pages fa t, The e-
retailer website is simple to use, The e-retailer wbsite enables me to get on to it quickly, The siteis well 
organized, The e-retailer website does not crash or freeze after I enter my order, E-retailer website delivers 
orders when promised, E-retailer website makes items available for delivery within a suitable time frame, E-
retailer website has in stock the items the company claims to have, E-retailer website makes accurate promises 
about delivery of products, E-retailer website protects information about my Web shopping behaviour, E-retailer 
website protects information about my credit card, E-retailer website provides me with convenient optins for 
returning items, E-retailer website handles product returns well, E-retailer website offers a meaningful 
guarantee, E-retailer website tells me what to do if my transaction is not processed, E-retailer websit  takes care 
of problems promptly, E-retailer website compensates m  when what I ordered doesn’t arrive on time, E-retailer 
website provides a telephone number to reach the company, E-retailer website has customer service 
representatives available online, E-retailer websit offers the ability to speak to a live person if there is a 
problem). This is presented in Table 2 below. 
 From the above, it is observed that the mean score is in the range of high importance, on a Likert scale of 5-
point, the mean score ranges from 3.307-3.900. The standard deviation ranges between 0.7-1.09. 
 The findings reveal that there is moderate perception on level of the service quality provided by the E-
retailers and hence a neutral online shopping acceptability. Relying on the mean scores, it can be seen that there 
is a high appreciation of the E-service quality provided by the retailers on some of the items; but the mean still 
range at 3 value, so it’s not a very high acceptance.  The E-service retailers therefore need to keep improving 
their services and be up to date and accommodate the ver growing needs and changes of the society in order to 
be able to move with the wind in an era of ever rising competition and changing technology.  
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Table 2: Descriptive statistics of E-retailer web service. 
 Mean SD 
The e-retailer website makes it easy to find what I need. 3.797 0.807 
It makes it easy to get anywhere on the e-retailer website. 3.770 0.891 
It enables me to complete a transaction quickly on the retailer website. 3.637 1.090 
Information at the e-retailer website is well organized. 3.740 0.988 
It loads its pages fast. 3.457 1.025 
The e-retailer website is simple to use 3.697 1.030 
The e-retailer website enables me to get on to it quickly. 3.740 0.971 
The site is well organized. 3.687 0.889 
The e-retailer website does not crash or freeze after I enter my order. 3.743 1.056 
E-retailer website delivers orders when promised. 3.437 0.929 
E-retailer website makes items available for delivery within a suitable time frame. 3.590 0.969 
E-retailer website has in stock the items the company claims to have. 3.440 0.840 
E-retailer website makes accurate promises about delivery of products. 3.763 0.838 
E-retailer website protects information about my Web shopping behaviour. 3.613 0.931 
E-retailer website protects information about my credit card. 3.577 0.984 
E-retailer website provides me with convenient options for returning items. 3.643 0.836 
E-retailer website handles product returns well. 3.447 0.793 
E-retailer website offers a meaningful guarantee. 3.650 0.862 
E-retailer website tells me what to do if my transaction is not processed. 3.497 0.931 
E-retailer website takes care of problems promptly. 3.460 0.926 
E-retailer website compensates me for problems it creates. 3.343 1.072 
E-retailer website compensates me when what I ordered doesn’t arrive on time. 3.553 1.005 
E-retailer website picks up items I want to return from my home or business. 3.307 1.079 
E-retailer website provides a telephone number to reach the company. 3.680 0.973 
E-retailer website has customer service representatives available online. 3.660 1.074 
E-retailer website offers the ability to speak to a live person if there is a problem. 3.900 1.087 
 
Conclusion: 
 In conclusion, the research was conducted on UUM students; with the aim of finding out the level of e-
service quality on attitude towards online shopping. The result obtained showed that the students havea high 
satisfaction on the e-service quality provided with a moderate satisfaction of some items namely; compensation, 
product information and ease of navigation. The study suggests that the more comfortable customers are with 
the overall service been given by the e-service retailers, the more acceptance towards the online shopping. 
Finally it can be said that the attitude towards online shopping among the students is moderate as a re ult of a 
neutral satisfaction they have on the quality of servic  provided by the e-retailers.  
 
Suggestions: 
 The E-service retailers need to keep improving their s rvices and be up to date and accommodate the ever 
growing needs and changes of the society in order to be able to move with the wind. With the coming of new 
competition and technology, the e-retailer are faced with the task of achieving customers and competitiv  
advantage. The E-retailers also need to increase awareness of the online shopping among students, by appl ing 
marketing strategies, showing the advantages that the online shopping has. They should also simplify the
process, and make delivery faster. The e-retailers should be able to make buyers feel safe with the services 
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